














People in the nonprofit world often 
look askance at the bottom-line-driven 
practices of big business, preferring to 
focus instead on their desire to make the 
world a better place.
But Caryn Ginsberg of Arlington, Va., 
a consultant to animal welfare organiza-
tions, believes that shelters, rescues, and 
even individual animal advocates could all 
learn a thing or two from the strategies 
that businesses have developed to influ-
ence millions of people to buy their goods 
and services.
In her new book, Animal Impact: Secrets 
Proven to Achieve Results and Move the 
World, Ginsberg explains how social mar-
keting, which emerged in the 1970s, al-
lowed many businesses to attract and retain 
customers. Ginsberg shows how animal 
advocates can benefit from applying social 
marketing principles to influence people to 
change their behavior—such as adopting a 
shelter pet, having their animals spayed or 
neutered, or choosing to buy more humane 
products like cage-free eggs.
Ginsberg lays out a seven-step frame-
work, the ACHIEVE change system, to 
show how to move people through a pro-
cess of changing their behavior. Each let-
ter of ACHIEVE stands for a different social 
marketing principle. For example, A is for 
“Action and Audience,” C is for “Create 
Benefits and Cut Barriers,” etc. She intro-
duces readers to animal advocates who’ve 
used these approaches, and delves into the 
mechanics of successful campaigns. 
Through her consulting practice, Priority 
Ventures Group, Ginsberg has worked on a 
broad range of animal welfare issues with 
The HSUS, the ASPCA, PetSmart Charities, 
Farm Sanctuary, and others.
In the edited interview that follows, 
Ginsberg talks about her new book, and how 
it can help animal welfare advocates, with 
Animal Sheltering staff writer Jim Baker.
Animal Sheltering: Nonprofits don’t 
always think about social marketing. 
Why is that? 
Caryn Ginsberg: They often lack [strategies] 
simply because they haven’t had the exposure, 
or they haven’t had the training. Another rea-
son that you don’t always see it is because 
some people in animal protection have an 
aversion to all things business. They see busi-
nesses as big corporations with millions and 
billions of dollars and maybe who do things 
they don’t approve of. And so either because 
they see the money as an obstacle, or because 
they have distaste for business, they don’t nec-
How to Win Friends and Influence People  
(to Help Animals)
Caryn Ginsberg’s new book teaches animal welfare advocates the tricks of social marketing
Caryn Ginsberg 
(with Thomas, an 
adoptable dog at 
the Animal Welfare 
League in Arlington, 
Va.) hopes to bring 
social marketing 
strategies that big 
business has used 
for decades into 
the hands of animal 
welfare advocates.
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essarily see that a practice that a business uses 
can benefit us. And for those folks, I like to use 
an analogy of a hammer—that marketing is no 
different from a hammer. You can use a ham-
mer to build an affordable home, or to hang a 
beautiful picture on the wall, or you can use it 
to smash somebody over the head, or to ruin 
a statue. It isn’t that the hammer itself is good 
or bad; it’s the intent or the skill of the people 
who use it. So the wonderful people in the an-
imal protection field have the opportunity to 
take this tool of marketing, and use it for good 
in a very powerful way.
You talk about looking to business prac-
tices, especially marketing strategies, 
and applying them to our field. Why is 
that useful?
When you think about who gets people to 
do things, day in and day out in this country, 
it’s businesses. And since the early ’70s, these 
practices have been adopted successfully in 
nonprofit fields. I would say the leaders in social 
marketing—adapting the business processes 
for socially beneficial [goals]—are the public 
health organizations. So the Centers for Disease 
Control, anything anti-smoking, anti-drunk driv-
ing, anything that’s about changing people’s 
behavior, has been putting social marketing to 
work. There are whole groups of people around 
the world using business marketing practices to 
make the world a better place. Businesses know 
that people are customers, and that people 
change when they choose to do so, and when 
they see it in their interest to do so. 
Can you talk about your ACHIEVE  
change system?
Each of the seven letters in the word ACHIEVE 
stands for one of the key points of marketing 
that shelters, rescues, and other groups can put 
to work to help animals. So for example, the “I” 
stands for “I Am Not My Target Audience." We 
forget sometimes that we aren’t the same as 
the people we’re trying to influence. We pass 
something around, and everyone says, “Oh, 
it’s a great ad, let’s put it out.” But we don’t 
necessarily test it with the audience we’re try-
ing to influence, to see if they like it. … We as 
animal protection advocates like humor in spay/
neuter, because it sort of lightens the darkness 
of what we’re up to. [But] we took sample ads 
that showed illustrations, that showed cartoons 
that used humor, and they got very negative 
feedback. When you think about it, people see 
spay/neuter as a serious medical procedure for 
their animals. They’re looking for professional-
ism, and they’re looking for trust. It would be 
as if we were to see an ad on TV with a lot of 
humor, saying, “Ha ha ha, come in for your va-
sectomy,” or “Ha ha ha, come in for tubal liga-
tion”—we’d be appalled! Would we run down 
to a facility that used that kind of promotion? 
One point you make is that some activ-
ists make the mistake of having events 
that raise awareness of a problem, but 
then they stop. They don’t take the next 
step, to cause people to take action.
It’s not enough to arouse emotion, or make 
people aware of a problem. And again, we 
know this intuitively, because we’ve raised a 
lot of awareness, and that doesn’t mean that 
people do what we’d like them to do. Look 
at changes you’ve made in your life. Did you 
suddenly wake up one day, and the minute 
you heard about it, you started recycling, or 
you started buying organic food? There’s this 
process, again, where we think about the ben-
efits and barriers. Sometimes we make people 
aware of an issue in a way that turns them off, 
and drives them away from our issues, and 
that’s particularly common. 
You give many examples in the book of 
successful animal advocacy campaigns, 
such as The HSUS’s cage-free egg efforts 
on college campuses. It strikes me that 
they don’t set out to demonize or an-
tagonize any of the stakeholders.
It doesn’t help us to make enemies. If people 
think that we are rotten, and that we don’t like 
people, or that we’re out to get people, that 
doesn’t help us help animals. Because none of 
We forget 
sometimes
that we aren’t the 
same as the people
we’re trying to 
influence.










“SoftClaws colored nail caps have
proven to increase cat adoptions”
–reported by HSUS of Vero Beach, Florida,
Sheltering Magazine July 2007
✓ Help protect them and their children
from playful scratches
Help protect their home furnishings
Easy to apply and each application
lasts up to six weeks
✓
✓
Shelter visitors easily become cat adopters
knowing Soft Claws nail caps:
Pet Edge - 800.738.3343
Ryan’s Pet Supplies - 800.525.7387
For special adoption programs call:






us wants that. None of us is perfect. We don’t all 
eat 100 percent organic, make sure that every-
thing we get is fair trade, don’t buy anything that 
might have been made in China with sweatshop 
conditions. How would we respond if someone 
yelled at us because we don’t engage in the be-
havior that they would like to see? I don’t think 
we’d sit there and say, “Oh, thank you for yell-
ing at me, and telling me what a rotten person I 
am for not doing what you’d like me to do—I’m 
going to start doing that immediately.”
There was a great story that Michelle 
Rivera of Spay & Neuter Kansas City told me. 
She had gotten a report of animals that looked 
malnourished. Neighbors had called in. Now, 
how easy would it have been to say, “Who are 
these horrid people that they’re not feeding 
their dogs adequately?” And when she hap-
pened to go out on that particular call with 
her staff member, they found out that the 
dogs were only getting a tablespoon of maca-
roni a day. And again, you would say, “Oh my 
gosh, who could feed those animals so little?” 
but the person said, “That’s what everyone in 
the family is getting—the dogs are getting as 
much food as anybody else.” And those are 
the stories that make us stop and think.
How could people who work in shelter-
ing and rescue find your book helpful? 
We could be talking about efforts to 
increase adoptions or awareness of the 
need to spay/neuter pets, or a push to 
pass an anti-tethering ordinance.
On any of those issues, a shelter, having read 
the book and understanding the ACHIEVE 
framework, can look at an existing effort. Let’s 
just look at adoption. You could start with a 
diagnostic, to go through each of the steps to 
say, in what way do our current efforts match 
up successfully against this step, or not mea-
sure up against this step? So if “A” is “Action 
and Audience”—action: Are we clearly asking 
for the adoption? Are we treating people as an 
audience, and addressing for them, “What’s in 
it for me?” But the “C” is about creating ben-
efits and cutting barriers. We need to tip the 
scales. Imagine a balanced scale, and when 
we ask people to adopt, they’re thinking about 
the positives: “Well, I can help an animal, and 
maybe it could be less expensive.” But then 
they’re thinking about some of the negatives: 
“Is the shelter animal going to be sick, is the 
shelter going to be a good place to go?” And 
again, it’s as they think about it, it’s not how 
we think about it. We need to help them tip the 
scales by seeing those benefits as being bigger 
than the barriers. AS
Caryn Ginsberg will be presenting at 
Animal Care Expo 2012, May 21-24 in Las 
Vegas. Her session is called “Influence 
Secrets for Animal Protection: Why 
People Don’t Get It and What you 
Can Do.” Learn more about Expo 
at animalsheltering.org/expo. Find 
out more about Ginsberg’s work at 
priorityventures.com.
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 www.RyansPet.com                                                                                   1(800)525-PETS (7387)
Bank of Cages Shown Above: (5) PBP89400 @  $148.95 = $744.75 (4) PBP89410 @ 183.95 = 735.80 (2) PBP89420 @ 278.95 = 557.90  
 $2,038.45
Total Bank Complete With  Pans, Grates And Cage ConnectorsAdd Mobility And Versatility With A Frame And Large Cage Dividers.
Bank of Cages Shown to the Right: Without Pans or Floor Grates (5) PBP89401 @  $104.95 = $524.75 (4) PBP89411 @ 153.95 = 615.80 (2) PBP89421 @ 227.95 = 455.90  
 $1,596.45
$2,038.45
frame and dividers not included
Paw Brothers® Professional Modular Cage System Shipped FOB Motor Freight.
“Dare To    Compare”
Paw Brothers® Professional  Modular Cage System Without Pans and Grates.
Modular Cage - Includes Cage Connectors  (Without Pans & Grates)❖PBP89401* Small Modular Cage - 17.5 L x 19.5 H x 22 D” . . . . . . . . . $104.95
❖PBP89411* Medium Modular Cage - 21.75 L x 29.5 H x 26 D”. . . . . . . 153.95
❖PBP89421* Large Modular Cage - 43.5 L x 31.5 H x 26 D” . . . . . . . . . . 227.95
❖ Shipping charges apply. See “Ordering And Shipping Information” page 201 for details.
$1,596.45





Slow Feed No Tip  Anti Skid DishNow you can feed your dogs meal with this unique stainless steel dish. A dome in the middle keeps food to the sides of the dish, so your pet cannot take a huge gulp. Helps to slow down eating for pets that eat their food or drink their water too fast. Can be used for varied conditions where eating slowly is required. The heavy gauge Stainless Steel is dishwasher safe, resistant to 
bacteria, and rust . 
ea. ea./6 ea./12
SS800033 16 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . .$15.09 $12.82 $11.83
SS800034 25 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .16.69 14.13 13.04
SS800035 45 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . .25.39 21.47 19.81Accented “Raised” Non-Tip Dish The Accented “Raised” Non-Tip Dish is specially shaped with an anti-skid bottom to give an elegant look. The slanted high back controls splashes and mess while the slanted front allows for easy feeding access.  
ea ea/6 ea/12
SS800141 Accented “Raised” Non- Tip Dish 8oz . . . .$10.45 $8.88 $7.99
SS800142 Accented “Raised” Non-Tip Dish 16oz . . . .15.19 12.88 11.59
SS800143 Accented “Raised” Non-Tip Dish 32oz . . . .21.49 18.22 16.35
Stainless Steel  Coop Cups  With HangerHangers that attach to the cage  and are easily taken out to clean. 
ea ea/6 ea/12
SS98601 10 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $2.97 $2.17 $1.87
SS98602 20 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3.97 2.57 2.27
SS98603 30 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4.97 3.17 2.97
SS98604 64 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 6.47 5.67 4.57
SS98605 96 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7.97 6.57 5.37
Stainless Steel  Coop Cups With BoltBolt to the side of cages with  metal bracket and bolts (Clamp).  
ea ea/6 ea/12SS98501 10 oz. . . . . . . . . . . $2.97 $2.17 $1.97SS98502 20 oz. . . . . . . . . . . . 3.97 2.87 2.37SS98503 30 oz. . . . . . . . . . . . 4.97 3.57 3.17SS98504 64 oz. . . . . . . . . . . . 6.97 5.77 5.17SS98505 96 oz. . . . . . . . . . . . 7.97 6.87 5.67
Stainless Steel  Puppy Pans
Low height provides easy feeding  for puppies. ea ea/6SS800002 8” . . . . . . . . . . $2.79 $2.36SS800003 10” . . . . . . . . . . 3.97 3.34SS800004 14” . . . . . . . . . . 7.79 6.79
When you think of Stainless Steel, “Rely on Ryan’s”™
We feature a complete selection of Quality Stainless Steel Dishes in a variety of sizes and styles. These dishes 
have been chosen to give you both quality and price. Stainless Steel is Rust Resistant, Corrosion Resistant, and 
Chew Proof! Stainless Steel is made to hold up to heavy-duty every day use. Stainless Steel may be cleaned and 
disinfected easily. They will keep their bright, shiny and new look forever and they are dishwasher safe.
Standard Stainless  Steel Dishes ea ea/6 ea/12
SS98201 1/2 Pint. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $.85 $.65 $.57
SS98202 1 Pint Dish . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1.05 .87 .77
SS98203 1 Quart Dish . . . . . . . . . . . . . . . . . . . . . . . . . . . 1.75 1.43 1.35
SS98204 2 Quart Dish . . . . . . . . . . . . . . . . . . . . . . . . . . . 2.27 1.97 1.65
SS98206 3 Quart . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3.27 2.97 2.65
SS98207 5 Quart . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4.47 3.97 3.45
SS98208 7 1/2 Quart. . . . . . . . . . . . . . . . . . . . . . . . . . . . 8.79 7.49 7.10
SS98210 10 Quart . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 10.59 9.00 8.54
No-Tip  
Stainless Steel DishesNo-Tip Dishes flare out and have a rubber-edged non-skid base to limit the movement and spillage during use. The flare of the dish makes it harder to be picked up by the pet. ea ea/6 ea/12
SS98301 16 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $3.27 $2.57 $2.45
SS98302 24 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3.77 2.95 2.77
SS98303 32 oz (1 Quart) . . . . . . . . . . . . . . . . . . . . . . . . . 4.77 3.87 3.67
SS98304 64 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5.77 4.77 4.57
SS98305 96 oz. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7.47 6.77 6.47
SS98306 32 oz. Cocker . . . . . . . . . . . . . . . . . . . . . . . . . . 5.97 5.47 5.27
Paw Print  
Embossed Stainless  Steel DishesPaw print embossed, extra wide  rim and bottom. 
ea ea/6 ea/12
SS98701 1 Pint . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $1.89 $1.59 $1.49
SS98702 1 Quart . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 2.59 2.19 2.09
SS98703 2 Quart . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3.79 3.20 3.03
SS98704 3 Quart . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5.69 4.76 4.51
SS98705 5 Quart . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7.29 6.14 5.82
Raised  
Center Puppy Feeding DishesSpecial design deters puppies from  walking and sleeping in their food.  Raised center also keeps food accessible  to the entire litter. 














 1(800)525-PETS (7387) 
www.RyansPet.com
Stainless Steel Matte  Finish Heavy Dishes With  Removable Anti-Skid Rubber Base 
ea 
SS800028 Matte Finish Dish 10 oz . . . . . . . . . . . . . . . . . . . . . . . ($3.79) $2.47
SS800029 Matte Finish Dish 16 oz . . . . . . . . . . . . . . . . . . . . . . . . (4.79) 3.17
SS800030 Matte Finish Dish 32 oz . . . . . . . . . . . . . . . . . . . . . . . . (6.89) 4.27
SS800031 Matte Finish Dish 64 oz . . . . . . . . . . . . . . . . . . . . . . . (10.89) 7.27
SS800032 Matte Finish Dish 96 oz . . . . . . . . . . . . . . . . . . . . . . . (14.09) 9.97
Snap’y Fit 
Water & Feed Bowl
These bowls are 
designed to attach to any wire crate or cage. They feature two bolts and wing nuts along with a patented bracket that locks and holds the durable stainless steel bowl in place and allows for easy removal. These bowls stay put and will not spill when tipped from side or from underneath. 
ea. ea./12M41 1 Quart. . . . . . . . . . . . . . .$6.89 $5.86M42 2 Quart. . . . . . . . . . . . . . .10.69 9.05M40-10 10 oz . . . . . . . . . . . . . . . . .5.19 4.43M40-20 20 oz . . . . . . . . . . . . . . . . .5.89 4.97
57¢
10, 20 & 30 oz
64 & 96 oz
39%UP TO
MIX & MATCH
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Pricing and manufacturer specs subject to change. 
These prices good through June 30, 2012
Call or Log on f r your 
FREE catalog today!
Paw Brothers® Polyester “Sheepskin” 
Mats And Rolls Unbelievable 
Quality at Unbelievable Prices.
  Cut To Fit, And Save.     
Buy a Roll of Standard or 
Premium Sheepskin & Get 
16 FREE Kennel Leads





LEADSCode Expires June 30, 2012
Caryn Ginsberg helped The HSUS develop effective messaging for its Gulf 
Coast campaign. Research showed that the most compelling way to urge 
people to spay or neuter their pets was to link the overpopulation issue to 
how their own unaltered animals might be contributing to the problem.
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